The Past, Present and Future of Haiti as a Post-Colonial, Post-Conflict and Post-Disaster Destination by Seraphin, Hugues
Journal of Tourism
 Futures
 
 
 
 
 
 
The Past, Present and Future of Haiti as a Post-Colonial, 
Post-Conflict and Post-Disaster Destination  
 
 
Journal: Journal of Tourism Futures 
Manuscript ID JTF-03-2018-0007.R2 
Manuscript Type: Research Paper 
Keywords: History, Haiti, Tourism, Future, Image 
  
 
 
Journal of Tourism Futures
This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
1 
 
The Past, Present and Future of Haiti as a Post-Colonial, Post-
Conflict and Post-Disaster Destination  
 
 
 
  
 
  
Page 1 of 36 Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
2 
1. Introduction
Despite the fact that the tourism industry is a major economic industry in the 
world (Botti, 2010; Cooper & Hall, 2004; Bertho-Lavenir, 1999), there is no 
consensus among academics regarding its date of birth (Séraphin, 2012). For 
Youell (1998) tourism started with the Greek who organised the first Olympic 
Games in 776 BC. For Boyer (1999) tourism started with the first published 
tourist guide in 1551. Boyer (1999) also identified the Grand Tour (17th - 18th 
century) as an important factor in the development of the industry. For King, 
Kerr and Jefferies (2006), tourism started in the 18th century with the 
development of transport and more specifically the introduction of the 
stagecoach in the mid-eighteen century. Before then, it was rare for people to 
travel any further than the nearest town in their entire life. Hoerner (2002) also 
acknowledged the role played by transport in the development of the tourism 
industry, but he mainly took into consideration the first packaged tour put 
together by Thomas Cook in 1841 as the starting point of the tourism industry. 
That said, the tourism industry only started to be considered as an economic 
activity in 1911 (Scutariu, 2009). The reasons why people have been travelling 
and are still travelling for are: Sport and leisure; culture; Visiting Friends and 
Relatives; business; health; religion; education (Barrow, 2008; Draper, 2007; 
Davidson, 1998; Davidson & Maitland, 1997) contributed to the branding of 
some destinations. As a result, since 1682, date when Louis XIV moved to 
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Versailles, France established itself as a destination known for the quality of its 
food and luxury hotels. Also, cities like Bath (in England), Baden (Germany) 
and Vichy (France) became known as health destinations because of their 
natural water sources used to treat some conditions, hence the origin of the word 
Spa that stands for Salus Per Aqua (Séraphin, 2012; Barrow, 2008; Davidson, 
1998; Davidson & Maitland, 1997). In the 18th century, places like Ostend 
(Belgium) and in the 19th century, places like Miami Beach and Palm Beach 
(US) became known as seaside destinations. As early as the 19th century, 
Switzerland for instance became known for its mountains (Merlin, 2001). Etc. 
Destination branding can therefore be considered as a long existing 
phenomenon. ‘Brands and branding have existed for as long as it has been 
possible to trace artefacts of human existence’ (Moore & Reid, 2008: 419).  
As for Haiti, it is located between the North Atlantic and the Caribbean Sea. It 
occupies the western, smaller portion of the island of Hispaniola, in the Greater 
Antillean archipelago, which it shares with the Dominican Republic. Haiti was 
the richest French colony. It was even called the ‘Pearl of the Antilles’ (Roc, 
2008). The image of Haiti then became associated with Toussaint L’ Ouverture, 
also called the ‘Bonaparte of the Antilles’ who set free all Haitian slaves.  
Despite the fact that he recognised the sovereign rights of France, in 1801, 
Toussaint L’ Ouverture was seized by the French in Cap-Français and shipped 
as a prisoner to France in 1802. He died in 1803. Dessalines who then ordered 
the massacre of most of the whites who had remained on the island became a 
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key emblem of the country. In 1804, Dessalines declared the independence of 
Haiti. The country became known worldwide as the first black republic in the 
world (Hector & Hurbon, 2009 cited in Gilles 2012). Up to that point Haiti was 
positively branded as, the pearl of the Caribbean and then, as the first black 
republic. The positive image of the destination did not last very long due to an 
absence of leadership (Séraphin, Ambaye, Gowreesunkar & Bonnardel, 2016; 
Thomson, 2004).  Today, the country is branded as politically unstable; 
disorganised; very poor; and unsafe (Eve di Chiara, 1988; Higate & Henry, 
2009; Girault, 2010).  
With its negative image it is very difficult for Haiti to develop a sustainable 
tourism industry (Séraphin, 2014a). Despite this difficult context, tourism 
development has been for a very long time one of the main priorities of the 
Haitian governments (Séraphin, 2014a; Théodat, 2008). The first administration 
in charge of tourism was created in 1939 (Séraphin, 2014a). Haiti was one of 
the most popular tourist destination in the Caribbean between 1940s – 1960s. It 
was branded as a cultural destination (Séraphin, 2010; Thomson, 2004; Jules & 
Thermil, 2006). Under the Duvalier dictatorial administration (1957-1986) Haiti 
stopped being considered as a destination. It is only in 2013 that Haiti reclaimed 
its position as a tourist destination (Séraphin, 2014a).   
As any other destination, the Haitian Destination Marketing Organisation 
(DMO) has adopted strategies to mitigate its problematic image (Alvarez & 
Campo, 2014).  Thus, as part of its rebranding strategy, the DMO adopted a new 
Page 4 of 36Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
5 
 
logo in 2012 (Séraphin, Ambaye, Gowreesunkar & Bonnardel, 2016). The 
private sector also embarked a rebranding strategy to match the ambition of the 
destination. The case of Haiti provides solid evidence that the tourism sector is 
especially vulnerable to exogenous factors like political instability, economic 
crisis, natural disasters and the outbreak of diseases (Hai & Chick, 2011; 
Ritchie, Dorrell, Miller & Miller, 2004). Those factors can cause destinations to 
decline and sometimes even totally disappear from the tourism map (Seddighi, 
2001). In this respect tourism is a problematic industry (Getz, 2008) but also a 
resilient industry (Korstanje & Ivanov, 2012).  
Based on historic facts and analysis, the objective of this paper is to determine 
the future of the Haitian tourism industry. For Thomson (2014: xv-xvi), ‘much 
has changed in Haiti (…) but in some ways nothing has changed (…) Haiti 
struggles to rebuilt itself, the past intrudes on the present’. Based on this quote, 
this paper is going to address the following research question: Will Haiti be able 
to reclaim its positive image and a leading position in the Caribbean as a tourist 
destination? 
Haiti was chosen as a destination for three main reasons. First, it was an 
opportunity to study unsuccessful short-lived brands, as most attention is given 
to successful, long-live brands (Lopes & Guimaraes, 2012), subsequently 
enabling this paper to touch upon the topic of destination struggles in a post-
colonial, post-conflict and post-disaster context. Second, tourism in post-
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conflict destinations is a newly emerging sub-field of tourism studies (Alvarez 
& Campo, 2014, 2011; Novelli, Morgan & Nibigira, 2012).  
2. Historical and contextual framework  
 
2.1. Haïti : A cultural destination (1939-1960) 
 
The first Haitian DMO was created (and managed by Sylvio Cator) in May 17th, 
1939, right after the American occupation (1915-1934). The president at the 
time, Stenio Vincent (1939-1941), was the first to have identified tourism as a 
potential source of income for the country (Clammer, 2012). The Port-au-Prince 
International Exhibition (1949) happened under the administration of Dumarsais 
Estimé. This event contributed to put Haiti on the world map of tourist 
destinations (Séraphin, 2014a). As a result, Haiti became one the most popular 
tourist destination in the Caribbean between 1940s – 1960s (Séraphin, 2010), 
and as such attracted an international jet set. Mick Jagger, Charles Addams and 
Jackie Kennedy were among those who popularised Haiti (Thomson, 2014; 
Tardieu, 2014). As for the first logo of the Haitian DMO (designed in 1939), it 
was representative of the colonial aesthetics adopted by former colonies 
(Deneault, 2005). Based on Bancel (2005) research on ethnic tourism and 
colonialism, the logo could be seen as a will from the destination to brand itself 
as a natural, authentic, welcoming destination, with strong and stable historical 
background and landmarks, untouched by globalisation. The Haitian tourism 
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industry has its best years under Paul Magloire’s administration. This period 
(1950-1956) was known as the Golden Age (Destin, 2014).  
 
 2.2. A period of neglect for ‘the Pearl of the Antilles’ (1960-2010) 
 
 
This period was mainly characterised by the Duvalier era. Francois Duvalier 
(1957-1971) did not invest in infrastructures. However, Jean-Claude Duvalier 
(1971-1986), his son, a.k.a ‘Baby Doc’ started in 1971, an ‘economic 
revolution’ (approved and supported by the Americans) that contributed to 
attract Foreign Direct Investments (FDI) despite the political context that could 
be described as ‘repressive’ (Bazabas, 1997). It is in this context that Club Med 
opened a resort in Haiti in 1981 (Seraphin, 2014a). As in other Central 
American countries many investments were made by corporates after getting 
concessions from local governments keen to attract foreign capital to modernise 
their economies (Buchelli, 2008).  The American embargo in 1991, as a 
response to the military junta that overthrown Jean-Bertrand Aristide, also 
throwned Haiti into a deep economic and social crisis (Bazabas, 1997). It is in 
this context that Club Med decided to leave Haiti in 1996 (Seraphin, 2014a). 
Despite the difficult economic context described above, the number of tourists 
continued to grow (table 1), and as a consequence hotels were built (table 2): 
[INSERT TABLE 1] 
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[INSERT TABLE 2] 
 
At this stage it is important to mention the fact that the tourism industry (and 
specifically the hospitality sector) survived in Haiti thanks to the presence of 
NGOs and other international organisations. The country stopped receiving 
‘conventional tourists’ between the 1960s and 2010s (Séraphin, 2014a; Saint-
Louis, 2010). It is during this period that the number of international 
organisations (NGOs / military from the MINUSTAH) reached its peak. 
(Séraphin, 2014a; Thomson, 2004).  
Despite the context, The French magazine, Paris Match (September, 18th, 1997) 
hailed Haiti to be a destination to experience. The special issue (on Haiti) in this 
magazine also emphasised on the huge potential of the destination (despite the 
fact it was an unsafe destination).  
2.3. Rebirth after a dark period: Tourism in the Republic of NGOs (2010- 2016) 
The earthquake that shook Haiti to its foundations on January 12th 2010 further 
damaged the tourism industry as most of the infrastructures and facilities of the 
sector were destroyed (Séraphin, 2014a). Saint-Louis (2010) explained that the 
earthquake put an end to the tourism industry in Haiti. The only ‘tourists’ in 
Haiti were staff working for non-governmental organisations (NGOs). As for 
the only conventional tourists, they stayed in the resort of Labadee, an enclave 
developed and managed by Royal Caribbean International (Seraphin, Smith, 
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Scott & Stoakes, 2018). Despite the fact the locals are not fully benefiting from 
this form of tourism (enclave), it has proven to be so far, a success story 
(Seraphin, Smith, Scott & Stoakes, 2018).  
Under the administration of President Martelly (2011-2016), the tourism was re-
established as a priority. It was also during this period that Haiti reclaimed its 
position on the world map as a tourist destination (Séraphin, 2014a). The case 
of Haiti shows the importance of political stability on the performance of a 
destination (Hai & Chick, 2011; Ritchie, Dorrell, Miller & Miller, 2004). In 
2012, the DMO adopted a new logo that symbolises the new positive image that 
the Ministry of Tourism of Haiti wants to spread around. In this endeavour, in 
2014, the Haitian DMO started a classification of the hotels in Haiti. The 
purpose was to motivate hoteliers to provide quality products and services. So 
far, this has been an ongoing issue (Thomson, 2014; Théodat, 2004).   
Hotels of international standard are still very limited in Haiti. For instance, out 
of the 525 hotels, only 5 of them have 5 Hibiscus (equivalent of 5 stars):    
1. Hotel Royal Oasis (Occidental Hotels & Resorts - bought by Barcelo 
Hotels in June 2015) opened in December 2012; 
2. NH Haiti El Rancho (NH Hotel Group) opened in December 2012;  
3. The Best Western Premier (Best Western) opened in April 2012;  
4. Marriott, opened in March 2015;  
5. Hilton Garden Inn,  opened in 2016 
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It is also important to mention that the all the above international hotels opened 
as part of a master plan of the government: ‘Haiti is open for business’. Hotel 
Oasis is totally representative of the rebirth of the tourism industry in Haiti 
(Séraphin, 2014a). With this first world-class international hotel, the destination 
has started to brand itself as a quality destination  
2.4. Summarising and understanding the performance of Haiti as a destination 
(1939-2016) 
Overall, this historical overview of the tourism industry in Haiti reveals that the 
destination has a huge potential that has never been fully exploited due to 
political instability. Also, some primary research (below) also reveals that the 
poor performance of the destination can also be explained by a discrepancy 
between the way the DMO and outsiders perceive the destination. The only 
correlation between both perceptions is the ‘Restriction of rights’ and 
‘assassinations’. The following paragraph explains the method used to collect 
the data.  
2.5. Methodology 
Expert opinion is a qualitative method used when historical data are not 
available or very limited and dealing with complex issues (Gandy & 
Coladangelo, 2011; De Bruin & Rosemann, 2005). This method provides robust 
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forecast for planning (Hammond & Wellington, 2013). Once recruited, the 
experts were asked a series of questions using a questionnaire (appendix 1).  
The panel of expert for this study included three academics and six 
practitioners. The academics were chosen due to their understanding of 
qualitative research methods but also because of their critical way of thinking 
and their expertise in the area of tourism and hospitality management. As for 
practitioners they were chosen, not only because of their expertise but also 
because of their high degree of influence and their ability to make things 
happen. The questionnaire was sent to the panel using Google+.  
The design of the questionnaire for this study was an adaptation of various 
researches:  
(1) A questionnaire designed by Seddighi, Nutall and Theocharus (2001). The 
objective of their questionnaire was to highlight the difference of perception 
between travel agents concerning the impact of political instability on tourism. 
(2) Research carried by Foroudi, Melewar and Gupta (2014) on corporate image 
and reputation. 
(3) Research carried by Lewis, Chambers and Chacko (1995, cited in Chacko & 
Marcell, 2008) on destination repositioning strategy.  The results of the study 
are shown in table 3 below. 
[INSERT TABLE 3] 
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In order to address the issue of the image of the destinations by potential 
visitors, Seraphin, Butcher and Korstanje (2016), suggested that visitors should 
be educated a pre-visit stage, using Visual Online Learning Materials, as a 
better understanding of a destination contributes to develop a connection 
between potential visitors and the destination.  
3. The future: A topic of interest in tourism 
 
3.1. Potential approaches to predict the future 
 
Understanding the history of an organisation (in our case a destination) is 
‘crucial for the present and for the envisaged future’ (Pozzi, 2017: 1310). This 
thought is also shared by Ford and Peeper (2007) who argued that it is important 
to understand the history of a business and the people who led it to understand 
its present and future. Studying the history of an organisation is now considered 
as a genre (Pozzi, 2017), that Ladkin (1999), labelled as ‘life and work history 
analysis’. For Ford and Peeper (2007), when history is studied over a long 
period of time, the future can be predicted. However, they also highlighted the 
fact that ‘extrapolations of the past onto the future are always problematic’ 
(Ford & Peeper, 2007: 1109). Equally important, Towner (1995: 339-341), 
argued that: ‘more attention should be paid to tourism’s past in non-western 
societies and cultures (…) new geographical areas need to be incorporated into 
tourism history studies’. That’s what this paper is actually doing. Another 
example is Garay and Canoves (2011), who used history to understand the 
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evolution of tourism in Catalonia (Spain). Other methods include (but not 
limited to): 
(1) The Butler’s Tourism Area Life Cycle (TALC), hailed as one of the most 
popular models used to analyse tourism development (Garay & Canoves, 2011). 
The model is summarised in table 4. 
[INSERT TABLE 4] 
(2) The Model of Creative Destruction (table 5) developed by Mitchell (1998), 
to explain the level of creation and destruction that occurs with tourism 
development in a destination. In other words, the level of commodification of a 
destination. Indeed, as part of the capitalism process, Hano (2012) explained 
that tourism needs to destroy some things in order to create new ones. Like the 
TALC model, this model presents different stages. 
[INSERT TABLE 5] 
Still concerning the evolution of tourism, Yeoman and McMahon-Beatte 
(2016), identified five driving forces (political capital; visionary state; passion, 
identity and culture; affluence and exclusivity; fluid experience) that can 
positively and/or negatively influence the future of tourism. Hartman and 
Zandberg (2015), added to that list: legacy; level of investments; community 
involvement; impact on culture. Finally, as for Hensens (2015), he added to the 
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list, social media as a rating trend / practice adopted by travellers and travel 
agents.   
 
3.2. Predicting the future of the tourism industry in Haiti 
 
 STEP 1 
With regards to the findings in section (3.1), in order to determine the future of 
the tourism industry in Haiti, we are going to create a new matrix to identify 
where exactly tourism in Haiti is at. So doing the new matrix will be a merge of 
TALC and Model of Creative Destruction (figure 1). In this paper we consider 
the two models as complementary. TALC will give us an overall idea of the 
level of development of the industry in Haiti, whereas the Model of Creative 
Destruction will provide a more specific idea of the level of commodification 
the destination is at. We are going to use the findings from section 2, to locate 
Haiti on the newly created matrix.  
[INSERT FIGURE 1] 
Haiti is at stage 2 of the newly developed matrix.  A more in depth analysis 
based on Butler (2009) theory on the four changes of tourism (tourism 
dynamics; location of tourism; forms of tourism; and timing of tourism), reveals 
that the tourism industry in Haiti and particularly the hospitality sector, is quite 
dynamic as a result of investment and planned renovation. As for the location of 
tourism, the Haitian diaspora (as tourists and investors), has proven to be a real 
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asset for the tourism industry (Seraphin & Paul, 2015). As a form of tourism, 
diaspora tourism has been identified as a strong opportunity for Haiti (Seraphin 
& Paul, 2015). The post-earthquake period could be therefore considered as the 
starting point of the rejuvenation of the tourism industry in Haiti. 
 STEP 2 
Now that we have a clear understanding of where the tourism industry of Haiti 
is at, we can now identify the driving forces; trends, practices and factors that 
can positively or negatively impact on its future.  For Visser (2015) changes 
will come from:  
(1) “Unlocking change through transformational leadership” 
Changes will only occur if leaders actually have the wellbeing of every single 
stakeholder at the heart of every single action they are undertaking. Their 
personal desire should not be part of the equation.  
(2) “Unlocking change through enterprise reform” 
Deep reform that can only happen with the change of mission and culture of 
corporations.  
(3)“Unlocking change through technology innovation” 
For Visser, technology innovation is central to a sustainable development of the 
world. The current boom in technology innovation that can be compared to 
‘another renaissance’ can bring solutions in the agri-food sector / chemical 
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sector, etc. The fact that sustainable technology is being applied by businesses 
shows that the current business model is no longer fit for purpose. 
(4)“Unlocking change through corporate transparency” 
Information has never been more readily available and technology plays an 
important part in this new paradigm.  
(5) “Unlocking change through stakeholders’ engagement” 
Social media (Facebook, LinkedIn, Twitter, Google+ and many others) have 
helped companies to build their brand, convey messages to interested parties, 
and to augment their reputation, preservation and crisis communication function 
(Hudson & Hudson, 2013). At the same time, social media (crowdsourcing) are 
also putting pressure on companies to improve their performance. 
(6) “Unlocking change through social responsibility” 
CSR has broadly failed and it will continue to do unless it is reborn and 
rejuvenated. The other key point is the question concerning the need for a new 
CSR model that would not only contribute to the enrichment of shareholders 
and executives, but also improve the economic context in which corporates 
operate. 
(7) “Unlocking change through integrated value” 
Shared value has the ability to reshape capitalism and its relationship to society.  
 
With the emergence of the diaspora in Haiti, we believe that all the changes 
suggested by Visser (2015) could be achieved on the long term. The key 
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challenge for Haiti will be to avoid the commodification of its heritage/culture, 
as for Seraphin (2014b) this is a key factor of appeal for the destination. That 
said, with the emergence of the diaspora, Seraphin (2014a) reckoned that Haiti 
will develop a hybrid form of tourism due to the ambidextrous nature of the 
diaspora.  
 
4. Discussion 
 
4.1. Defining diaspora as an ambidextrous group 
The diaspora is defined as a geographic dispersion of people belonging to the 
same community (Bordes-Benayoum, 2002). As for diasporans, they are 
‘foreign born population and their off-springs maintaining relations to their 
country of origin’ (Minto-Coy & Elo, 2016: 28). This group contributes to the 
economy and social development of its country of origin mainly through 
remittance and social philanthropy (Minto-Coy, 2016). Whereas the focus on 
diaspora has tended to be on remittance and benevolence, there is emerging 
recognition of their economic impact via entrepreneurship, innovation and in 
international business with implications for firms in the home country (Minto-
Coy, 2016).  Diasporas are also noted as having access to critical resources, 
networks and knowledge not easily accessible in the country of origin and as 
such, they are important change agents and drivers of innovation (USAID, 
2015). Minto-Coy and Elo (2017: 30), for instance referred to diasporans who 
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invest in their home country as ‘engaging heroic entrepreneurs’. In Haiti, 
diasporans as investors brought considerable changes in the hospitality sector 
(Séraphin & Paul, 2015). As a group, diaspora could be considered as 
ambidextrous by nature, also because it uses its presence in the host country to 
reinvent itself (socially, economically and sometimes politically) in order to 
become a transformative agent in its home country (figure 2). 
[INSERT FIGURE 2] 
  
4.2. Reframing Tourism Development in Haiti 
 
Tourism is not a prime vector for the alleviation of poverty. The socio-cultural 
and political context also play an important role in the alleviation of poverty. 
Indeed, Edgell Sr. and Swanson (2013:270) acknowledged that ‘the more 
peaceful the world, the greater are the opportunities for helping to reduce 
poverty’. Page (2013) also added the fact that tourism only contributes to the 
reduction of poverty only if there is no barrier hindering it. Among the barriers, 
we can mention: the lack of education and skills of the population that stop 
them from identifying opportunities; the limited access to finance to create their 
own business; etc. Dupont (2009), who argued that there is a one-way direction 
between economic development and tourism development, also argued that 
there is a one-way direction between poverty alleviation and tourism 
development. Indeed, taking the example of Haiti, Dupont (2009) explained that 
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it is the economic development of a country that triggers the tourism 
development of that country and not the other way round. Likewise, it is the 
alleviation of poverty that leads to the development of tourism and not the other 
way round. Based on the above, we can conclude that tourism is the result or the 
consequence of a set number of parameters and not at the starting point. 
Seraphin, Ambaye and Gowreesunkar (2016), went a step further by arguing 
that post-colonial, post-conflict and post-disaster (PCCD) destinations are not 
performing well as tourism destinations because primary needs of the 
population are not addressed. Equally important, they added that there is one-
way relationship between the improvement of the well-being of the locals and 
the performance of the destination. In other words, it is the wellbeing of the 
locals that is going to contribute to the improvement of the tourism performance 
of the destination and not the other way round. Indeed, research in tourism 
provides evidence that tourism development almost happens naturally with the 
improvement of the standard of living of the local pop lation (Merlin, 2001). 
 
5. Conclusion  
 
The turning point in the development of the tourism industry in Haiti has been 
the 2010 earthquake, which has triggered a will to provide quality products and 
service, specifically in the hospitality sector, the most dynamic sector of the 
tourism industry in Haiti. With the diaspora, Haiti has the potential to reclaim a 
Page 19 of 36 Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
20 
 
positive image and a leading position in the Caribbean. That said, before 
performing at this level, the destination must first and foremost contribute to the 
wellbeing of it people as a sine qua non condition for the success of its tourism 
industry.  
Much efforts have been put into tourism as a tool to alleviate poverty (Holden, 
2013). However, all the efforts in place are direct strategies (with a focus on 
economic tool). In this paper, we are arguing that alleviation of poverty using 
tourism as a tool, in a post-colonial, post-conflict and post-disaster context 
should be analysed, understood and approached from a human aspect point of 
view and perspective. Resilience, that Hutton (2016) defined as the capacity of a 
group to strive and to reframe its relationship to its environment with limited 
economic means is for us what better describes the tourism industry and the 
locals in Haiti. Because of that, we are also arguing that the tourism industry 
and local people in PCCD Destinations (and in our case, Haiti) are neither 
passive nor powerless.  
 
 
 
 
 
 
  
Page 20 of 36Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
21 
 
6. References 
 
Alvarez, M.D. and Campo, S. (2011), “Controllable versus uncontrollable 
information sources: Effects on the image of Turkey”, International Journal of 
Tourism Research, Vol.13, pp. 310-323 
Alvarez, M.D. and Campo, S. (2014), “The influence of political conflicts on 
country image and intention to visit: A study of Israel’s image”, Tourism 
Management, Vol. 40, pp.70-78 
Bancel, N. (2005), “Tourisme ethnique: Une reconquete symbolique? ”, in 
Blanchard, P. and Bancel, N. (Eds), Traces et memoires coloniales en France, 
Autrement, Paris, pp. 264-300 
Barrow, S. (2008), “Edut urism, edutourism, edutourism…There is no darkness 
but ignorance”, Tourism Society Journal, Vol 137, pp., p. 2-3 
Bazabas, D. (1997), Du marche de rue en Haiti. Le systeme urbain de Port-au-
Prince face a ses enterprises ‘d’espaces-rue, L’ Harmattan, Paris 
Bertho-Lavenir. C. (1999), La roue et le stylo. Comment nous sommes devenus 
touristes, Odile Jacob, Paris 
Bordes-Benayoun, C. (2002), Les diasporas, dispersion spatiale, expérience 
sociale, Autrepart, 22 
 
Botti, L. (2010), “Pour une gestion de la touristicité des territoires : Stratégie 
collective et management de l’attractivité ”, . Mondes du tourisme, Vol 1, pp. 1-
5. 
Boyer, M. (1999), Histoire du Tourisme de Masse, Que sais-je ? PUF, Paris 
Buchelli, M. (2008), “Multinational corporations, totalitarian regimes and 
economic nationalism: United Fruit Company in Central America, 1899-1975”, 
Business History, Vol. 50 No 4, pp.433-454 
Butler, R. (2009), “Tourism in the future: Cycles, waves or wheels?”, Futures, 
Vol. 41, pp.346-352 
Chacko, H.E. and Marcell, H. (2008), “repositioning a tourism destination”, 
Journal of Travel and Tourism Marketing, Vol. 23 No. 2-4, pp.223-235 
Page 21 of 36 Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
22 
 
Clammer, P. (2012), Haiti, Bradt, Guildford 
Cooper. C. and Hall. M. (2004). Contempory tourism: An international 
approach, Elsevier, Londres 
Davidson. R and Maitland. R. (1997), Tourism Destination, Hodder and 
Stoughton, London  
Davidson. R. (1998), Travel and Tourism in Europe, Longman, Londres 
De Bruin, T. and Rosemann, M. (2005), “Towards a business process 
management maturity model” paper presented at the 13th European conference 
of information systems, 26-28 May, Regensburg, Germany 
Deneault, A. (2005), “Esthetique coloniale, paradis fiscaux et vahines” in 
Blanchard, P. and Bancel, N. (Eds), Traces et memoires coloniales en France, 
Autrement, Paris, pp.286-296 
Destin, Y. (2014), “Haiti’s prized presidential legacies”, The Journal of Haitian 
Studies, Vol. 20 No. 2, pp. 191-203 
Draper. R. (2007), “Tennnis’ contrib tion to the british economy”, The Tourism 
Society Journal, Vol. 132, pp.13 
 
Dupont, L. (2009), “Cointégration et causalité entre développement touristique, 
croissance économique et réduction de la pauvreté : Cas de Haïti », Revue 
Caribéennes, available at : http://etudescaribeennes.revues.org (accessed 08 
May 2018) 
Edgell Sr., D.L. and Swanson, J.R. (2013), Tourism policy and planning. 
Yesterday, today, and tomorrow, Routledge, Abingdon 
 
Ève di Chiara, C. (1988), Le dossier Haiti : Un pays en peril, Talladier, Paris 
Faroudi, P, Melewar, T.C. and Gupta, S. (2014), “Linking corporate logo, 
corporate image, and reputation: An examination of consumer perceptions in 
the financial setting”, Journal of Business Research, Vol. 67 No. 11, pp.2269-
2281  
Ford, R.C. & Peeper, W.C. (2007). “The past as prologue : Predicting the future 
of the convention and visitor bureau industry on the basis of its history”, 
Tourism Management, Vol. 28, pp. 1104-1114 
Gandy, J.R. and Casmira Coladangelo, R. (2011), “Using Delphi Methods to 
Page 22 of 36Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
23 
 
project smoking cessation in Northern England”, Journal of smoking cessation, 
Vol. 6 No. 1, pp. 3-8 
Garay, L. and Canoves, G. (2011), “Life cycles, stages and tourism history. The 
Catalonia (Spain) experience”, Annals of Tourism Research, Vol. 38 No. 2, pp. 
651-671 
Getz, D. (2008), Event Studies. Theory, research and policy for planned events, 
Elsevier, London 
 
Gilles, A. (2012), “The social bond, conflict and violence in Haiti”.  available 
at: www.prio.no (accessed 08 May 2018) 
Girault, C. (2010), “ Deux cents ans de malheur”, Le Nouvel Observateur, No. 
2359, pp.42-43 
Hai, A. and Chick, A.R. (2011), “Political stability: Country image for tourism 
industry in Bangladesh”, paper presented at the conference international sur les 
sciences sociales, l’économie et l’art (ISC), 8 January 2011, Malaisia 
Hammond, M. and Wellington, J. (2013), Research Methhods. The Key 
Concepts, Routledge, London 
Hano, K. (2012), “Tourism and the creative desctruction in Krasiczyn, Poland”, 
Journal of Hospitality and Tourism, Vol. 10 No. 1, pp.113-128 
Hartman, S. and Zandberg, T. (2015), “The future of mega sport events: 
examining the ‘Dutch approach’ to legacy planning”, Journal of Tourism 
Futures, Vol. 1 No. 2, pp.108-116 
Hensens, W. (2015), “The future of hotel rating”, Journal of Tourism Futures, 
Vol. 1 No. 1, pp. 69-73 
Higate. P. andHenry. M. (2009), Insecure spaces, London, Zeb Books 
Hoerner. J. M. (2002), Traité de tourismologie. Pour une nouvelle science 
touristique, Presses Universitaires de Perpignan, Perpignan : 
Holden, A. (2013). Tourism, poverty and development, Abingdon: Routledge 
 
Hudson, S. and Hudson, R. (2013) "Engaging with consumers using social 
media: a case study of music festivals", International Journal of Event and 
Festival Management, Vol. 4 No. 3, pp. 206-223 
Page 23 of 36 Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
24 
 
Hutton, M. (2016). Neither passive nor Powerless: Reframing economic 
vulnerability via resilience pathways, Journal of Marketing Management, 32 (3-
4): 252-274  
 
King. C, Kerr. A, Jefferies. M. (2006), BTEC First, Travel and Tourism, 2nd 
edition, Heinemann, Oxford: 
Korstanje, M.E. and Ivanov, S. (2012), “Tourism as a form of new 
psychologicalresilience: The inception of dark tourism”, Revista de Cultura e 
Turismo, Vol. 6 No.4, pp. 56-71 
Ladkin, A. (1999). Life and work history analysis: The value of this research 
method for hospitality and tourism, Tourism Management, 20, 37-45 
Lopes, T. and Guimaraes, P. (2012), “Introduction: Behind the brand”, Business 
History Review, Vol. 86 No. 2, pp. 235-238 
Merlin, P. (2001), Tourisme et amenagement touristique. Des objectifs 
inconciliables ? La Documentation Francaise, Paris 
Minto-Coy, I. and Elo, M. (2017), “Innovation, productivity & 
Competitiveness”, Business Review, March/April, pp. 29-30 
 
Minto-Coy, I. D. (2016), Diaspora Engagement for Development in the 
Caribbean, in Chikanda, A., Crush, J. and Walton-Roberts, M (Eds), Diasporas, 
Development and Governance in the Global South, Springer, New York 
Mitchell, C.J.A. (1998), “Entrepreneurialsim, commodification and creative 
destruction : A model of post-modern community development”, Journal of 
Rural Studies, Vol. 14 No. 3, pp. 273-286 
Moore, K. and Reid, S. (2008), “The birth of brand : 4000 years of branding”, 
Business History, Vol. 50 No. 4, pp.419-432 
Novelli, M., Morgan, N. and Nibigira, C. (2012), “Tourism in a post-conflict 
situation of fragility”, Annals of Tourism Research, Vol 39 No. 3, pp.1446-1469 
Page, S.J. (2013), Tourism Management. An introduction, Routledge, Abingdon 
Pozzi, D. (2017), “Start with the future and work back: A heritage management 
manifesto”, Business History, Vol. 59 No. 8, pp. 1310-1311  
Page 24 of 36Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
25 
 
Ritchie, B.W., Dorrell, H., Miller, D. and Miller, G.A. (2004), “Crisis 
communication and recovery for the tourism industry”, Journal of travel and 
tourism marketing, Vol. 15 No. 2-3, pp.199-2016 
Roc, N. (2008), “Haiti-Environment: From the ‘Pearl of the Antilles’ to 
desolation”, Fride, pp.1-7 
Scutariu. A.L. (2009), Tourism: Economic growth factor and essential element 
in regional development of Romania, University Press RomaItaly 
Saint-Louis, F. (2000), Le vodou haitien. Reflet d’une societe bloquee, 
L’Harmathan, Paris 
Seddighi, H.R., Nuttall, M.W. Theocharous, A.L. (2001), “Does cultural 
background of tourists influence the destination choice? An empirical study 
with special reference to political instability”, Tourism Management, Vol. 22, 
pp.181-191 
 
Seraphin, H., Smith, S., Scott, P. and Stoakes, P. (2018), “Destination 
Management through organisational ambidexterity: A study of Haitian 
enclaves”, Journal of Destination Marketing & Management, Vol. 9, pp. 389-
392 
Séraphin, H., Butcher, J. and Konstanje, M. (2016), « Challenging the negative 
images of Haiti at a pre-visit stage using Visual Online Learning Materials”, 
Journal of Policy Research in Tourism, Leisure and Events, Vol. 9 No. 2, pp. 
169-181 
Séraphin, H., Ambaye, M., Gowreesunkar, G.B. and Bonnardel, V. (2016), A 
Marketing Research Tool for Destination Management Organisations’ Logo 
Design, Vol. 69 No 11, pp. 5022-5027 
Seraphin, H., Gowreesunkar, V. and Ambaye, M. (2016) “The Blakeley Model 
applied to improving a tourist destination: An exploratory study. The case of 
Haiti”, Journal of Destination Marketing Management, Vol. 5 No 4, pp. 325-
332 
Séraphin, H. and Paul, B (2015), “La diaspora: Un levier pour le développement 
du tourisme en Haiti”, Mondes du Tourisme, available at: 
http://tourisme.revues.org/990 (accessed 05 May 2018) 
 
Séraphin, H. (2012), L’enseignement du tourisme en France et au Royaume-
Uni, Publibook, Paris 
Page 25 of 36 Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
26 
 
 
Séraphin, H. (2014a), Le tourisme: L’ouverture pour le peuple de Toussaint? 
Publibook, Paris 
 
Séraphin, H. (2014b), Bonjour blanc a journey through Haiti: An allegory of 
the 
tourism industry in Haiti, in Quintero, S. & Baleiro, R. (Eds). Lit&Tour, ensaios 
sobre literature e Turismo, Humus, Ribeirao 
 
Séraphin, H. (2010), “Quel avenir pour le tourisme en Haïti? ”, Revue Espaces, 
Vol. 281, pp.4-6 
Tardieu, J. (2014), Investor et s’investir en Haiti, un acte de foi, Editions 
CIDIHCA, Port-au-Prince  
Théodat. J.M. (2004), L’endroit et l’envers du décor : La ‘touristicité’ 
comparée d’Haïti et de la République Dominicaine, Revue Tiers Monde, No. 
178, pp.297 – 317 
 
Thomson. I. (2014), Bonjour blanc, a journey through Haiti, Vintage, London 
Thomson. I. (2004), Bonjour blanc, a journey through Haiti, Vintage, London 
Towner, J. (1995), “What is tourism’s history?” Tourism Management, Vol. 16 
No. 5, pp. 339-343 
USAID (2015). “Diaspora”, available at: https://www.usaid.gov/partnership-
opportunities/diaspora-engagement (accessed 22 June 2018). 
 
Visser, W. (2015), Sustainable Frontiers. Unlocking Change through Business, 
Leadership and Innovation, Greenleaf Publishing 
 
Yeoman, I. and McMahon-Beatte, U. (2016), “The future of food tourism”, 
Journal of Tourism Futures, Vol. 2 No. 1, pp. 95-98 
 
Youel. R. (1998), Tourism: An introduction, Longman, New York 
Page 26 of 36Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
 
DEVELOPMENT  
ADVANCE COMMODIFICATION 
(3) 
 
 
 
INVOLVEMENT   
EARLY COMMODIFICATION 
(2) 
 
 
EXPLORATION 
(1) 
 
CONSOLIDATION  
PRE-DESTRUCTION 
(4)  
 
 
 
 
STAGNATION 
ADVANCED DESTRUCTION  
(5) 
 
 
DECLINE / REJUVENATION 
(6) 
Figure 1 : Matrice of tourism Development in a postcolonial, post-conflict and post-disaster destination 
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Figure 2: Diaspora as an ambidextrous group 
 
1 - Use what they learnt in their home country
and apply it in the host country (brain drain)
2 - Work and save money in the host country
3 - Identify the needs of natives from the host
country
4 - Part of various networks (fellow citizens +
natives from host country)
5 - 2nd generation onward of diasporans less
interested in home country than parents
(dediasporisation)
6 - Involved in the political life of the host
country
7 - Takeover family business in host/home
country
1 - Use the experience acquired in the host
country to develop their home country (brain
gain)
2 - Invest in the home country
3 - Provide products & services that would meet
the needs of visitors/investors from other
countries
4 - Use network to attract investors/tourists
5 - 1st and 2nd generation diasporans are going
back home as tourists/investors
6 - Involved in the political life of the home
country
7 - Hybrid entrepreneurial Ecosystem (home
country) with the introduction of international
companies managed by locals
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Table 1: Number of tourists visiting Haiti 
Year Number of visitors 
2003 136,031 
2004 96, 439 
2005 112, 267 
2006 107, 783 
2007 386, 060 
2008 258, 070 
2009 387, 219 
2010 254, 732 
2011 348, 755 
2012 349, 237 
2013 419, 736 
2014 465, 174 
Source: CTO 
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Table 2: Hotels built in Haiti 1960-2010 
Name of hotels Opening 
Idéal Villa 1970
e
 
Ouanga bay 1972 
Prince hotel 1974 
Moulin sur mer 1975 / 1982 (groupe d’actionnaires) 
Hôtel la Jacmélienne 1976 
Hôtel Cormier plage 1978 
Xarangua hôtel 1980 
Hôtel Chateaubrilland 1981 
Club-med Magic Haiti 
Club Indigo (ex Club-Magic 
Haiti) 
1981-1997 / 2006 (réouverture) 
Villa Taina 1982 
Wahoo Bay Beach Joli Beach (1983) devient Wahoo Bay en 1989 
Hotel Villa Ban Yen / APV 1989 
Visa Lodge 1990 (réouverture 2000) 
Cyvadier 1994 
La Reserve restaurant and guest 
house 
1995 
Kaliko beach 1997 (réouverture) 
Hôtel Villa Ban Yen 1997 
Port Morgan  1998 
L’amitié hôtel  1999 
The lodge Furcy  2002 
Auberge du Picolet 2003 
Palms residence 2003 
Palm Inn Hôtel  2003 
Hôtel Jaclef Plaza 2004 
Auberge du Mont Saint Jean 2004 
Jardin sur Mer 2004 
Auberge du rayon vert 2004 (2013 – extension) 
Abakabay Réouverture en 2005 
Hôtel Ermitage de Pandiassou 2007 
Hôtel La colline enchantée 2008 
Hôtel Le Recul  2008 
Karibe hotel  2008 
Le Plazza 2008 
La colline enchantée 2008 
Villa Cana 2010 
B&B comfy 2010 
 
  
Page 30 of 36Journal of Tourism Futures
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60 This is an accepted manuscript of an article published by Emerald Publishing in Journal of Tourism Futures, available online at  
https://www.emeraldinsight.com/doi/full/10.1108/JTF-03-2018-0007. It is not the copy of record. Copyright © 2018, Emerald Publishing.
Journal of Tourism
 Futures
Table 3: Factors impacting on the perception of the destination 
DMO perception of the destination Outsiders perception of the destination 
1 Culture 1 Riot 
2 Riot 2 Political instability 
3 Kidnapping 3 Culture 
4 Political instability 4 Kidnapping 
5 Restriction of rights 5 Restriction of rights 
6 Assassinations 6 Assassinations  
7 Pearl of the Antilles 7 The first black republic 
8 The first black republic 8 Pearl of the Antilles 
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Table 4: Butler’s TALC 
Stages Explanation (summary)  
1. Exploration  
 
 Small group of tourist interested by a place 
 Good relationship visitors/locals 
 No significant impact of tourism on the 
visited area 
 
2. Involvement  
 
 Development of facilities for visitors 
 Promotion of the area by DMO 
 The number of visitor increase 
 
3. Development 
 
 Continuing growth of visitors 
 Further effort (by DMO) to promote the 
destination  
 
4. Consolidation  
 
 
 Number of visitors may exceed the number 
of inhabitants 
 Destination has now a tourism-based 
economy 
 Detachment between tourists and locals 
 
5. Stagnation  
 
 Destinations has reached a record figures of 
tourist arrivals 
 The destination is no longer fashionable 
 
6. Decline / Rejuvenation 
 
 Destination is unable to compete with rivals 
 Change of the characteristics and attractions 
of the tourist area 
 
Source: Adaptation of Garay and Canoves (2011) 
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Table 5: Model of Creative Destruction  
Stages Explanation (summary)  
1. Early commodification 
 
 Building/structures are renovated 
 Attraction of tourists 
 Increase of investments 
 
2. Advanced commodification 
 
 The destination receives a large number of 
visitors 
 
3. Pre-destruction 
 
 The industry continues to grow 
 New types of businesses which were not 
part of the community offerings are 
introduced  
  
4. Advanced destruction 
 
 
 Community experience backlash of tourism 
Source: Adaptation of Mitchell (1998) 
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APPENDIX 1 
 
Brand Management  
For academic purposes, we are currently investigating the branding strategy of the Haitian Destination 
Marketing Organisation (DMO = The Ministry of Tourism) as well the branding strategy of the holiday resort 
Club Lookea Magic Haiti (Ex Club Med / Club Indigo). The information obtained anonymously from this 
survey will be used for research purposes only. Many thanks in advance for your participation. 
In your opinion how important is the impact of the 
following factors on the way the DMO perceive the 
destination? 
Assassinations  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Kidnappings  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Political instability  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Restriction of rights  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Riots  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
The first Black Republic  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
The Pearl of the Antilles  
 
1 2 3 4 5 
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Important 
     
Unimportant 
Culture  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
In your opinion how important is the impact of the 
following factors on the way outsiders perceive the 
destination? 
Assassinations  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Kidnappings  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Political instability  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Restriction of rights  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Riots  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
The first Black Republic  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
The Pearl of the Antilles  
 
1 2 3 4 5 
 
Important 
     
Unimportant 
Culture  
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1 2 3 4 5 
 
Important 
     
Unimportant 
Some information about you 
Gender  
o Male  
o Female  
o Other  
Age  
o 21-30  
o 31-40  
o 41-50  
o 50+  
Category  
o Academia  
o Practitionner  
What do you teach? / What is your job title if you are a practitionner?  
 
Thank you for taking time out to participate in our survey. We truly value the information you have 
provided.  
If you have any comment regarding this study please let us know 
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